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Abstract 

The Youth Olympic Games (YOG) was launched in part to 
reignite interest in Olympic sports in the midst of a generation of 
increasingly overweight and inactive adolescents. But since the 
initial announcement of the YOG by the International Olympic 
Committee in 2007, this new third addition to the Olympic family 
of events has provoked response from loyal advocates and equally 
committed critics. The purpose of this research study was to assess 
how attitudes, public awareness, and access to social media impact 
the sports community in Korea regarding YOG engagement via 
television viewing or event attendance. The regression results 
revealed that familiarity with the YOG, public awareness and 
use of media for sports information were statistically significant 
contributors for Korean’s intention to watch televised Youth 
Olympic Games. In contrast, social network service (SNS) 
accessibility, familiarity with YOG and public awareness 
significantly affected Korean’s intention to attend the YOG. These 
findings are described and evaluated in order to provide further 
insight during the ongoing development of this relatively new 
international sport festival and mega-event. 
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The International Olympic Committee (IOC) seeks to reignite 
interest in Olympic sports amongst a generation of adolescents that 
are becoming increasingly overweight and inactive. The IOC’s 
Executive Director of the Olympic Games, Gilbert Felli, stated 
that some schools even withdraw sports and physical education 
programs from the curriculum to cut costs because they place a 
minimal value on the significance of sport and its impact on healthy 
lifestyles (IOC, 2007). In order to address both marketing and 
health related issues, the IOC announced inauguration of the Youth 
Olympic Games (YOG) targeting young athletes aged from 14 to 
18 (IOC, 2007). The first Summer YOG was held in Singapore 
in 2010. The president of IOC, Jacques Rogue, indicated that a 
primary objective was to reduce childhood obesity and increase 
participation in sport activities among youth population. Despite 
good intentions, since the announcement of the YOG, this new 
proposal has provoked mixed responses from both loyal advocates 
as well as equally committed critics. Critics have expressed 
concerns such as overtraining, risk of injuries, and psychological 
pressure among these adolescent competitors (Brennan, 2007). 

The general purpose of the YOG has been shown to be multi¬ 
faceted. The first facet is to create opportunities for young athletes 
to compete at international levels of sporting events and with a 
related facet of fostering communication with related communities 


about their positive experiences with the YOG event. In addition, 
educational programs are expected to be initiated from this type 
of event, such as a Cultural and Educational Program (CEP), and 
the Competitive Program (CP), which is a type of contest for 
mixed-gender and mixed-National Olympic Committee (NOCs) 
teams (Torres, 2010). Another purpose includes allowing for an 
expansion of the host sites and host benefits for Olympic related 
events through the Summer and Winter YOG. Before and after 
the inauguration of the YOG, Singapore experienced many 
changes in economic, political, and social development. Likewise, 
international sporting events such as Olympics, Paralympics, and 
FIFA World Cup have been recognized as a booster for sports 
marketers as well as tourism developers (Goh & Tong, 2010). 
To maximize the potential benefits of this type of marquee event, 
the Singapore government and Youth Olympic Games organizing 
committee created marketing avenues for domestic businesses in 
association with the YOG. Plans are moving forward to develop 
the Youth Olympic park and provide additional monetary support 
for education (Goh & Tong, 2010). 

Korea has also experienced similar benefits from hosting 
marquee sporting events including the Seoul summer Olympics of 
1988 and the 2002 FIFA Korea-Japan World Cup (Jung, Chow, & 
Woo, 2003). Extensive research was conducted in Korea to estimate 
the effectiveness of marquee sporting events, and results indicated 
that Korea’s economy has escalated and many positive political 
and financial benefits have occurred as a result of hosting these 
events (Song, 2003). Song (2003) further noted that many aspects 
of Korea’s economy have improved including the infrastructure, 
tourist industry, sport leisure, electronics and telecommunications, 
and trade businesses. Enhancement of the country’s image across 
the globe was an additional benefit (Olaf & Jung, 2001). The 
Olympics were also used as a means to encourage diplomatic 
endeavors, which is consistent with one of the IOC’s mission (Lee, 
B, 2012). 

Through these sport events (Olympics and World Cup), youth 
sports get attention from government, sports organizations, and 
schools (Lee, 2011). However, as IOC President Rogge mentioned, 
problems still exist within today’s youth population such as 
increasing rates of childhood obesity, the need to participate in 
more sports activities among the youth population and the need 
to build a strong sense of ethics in youth sports (IOC, 2007). As 
such, another YOG facet of purpose relates to improving youth 
fitness and combating obesity. Park, 2002, noted that although the 
physique index has increased within children and adolescents, they 
often do not have healthy body conditions because of unbalanced 
eating habits, overindulgence in carbohydrates and lipids, and a 
lack of physical activity due to sedentary life styles. An additional 
problem was recognized in physical activity patterns among the 
Korean youth population in that the general student population 
could not get adequate opportunities to engage in sport activities 
because the focus on sport activity in Korea is heavily weighted 
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on elite sports. Another reason is that Korean students commonly 
do not have sufficient time to complete regular exercise because of 
their extremely competitive education system. By the same token, 
after-school programs do not include exercise programs and most 
of the students go to private educational institutes or have private 
tutors after school to maintain high academic standards. For these 
reasons, the students often are not as physically fit which results in 
unbalanced lifestyles (Cho, 2009). 

With increasing public awareness, the Ministry of Education 
and Human Resources Development planned to develop more 
sport clubs to improve these social issues (Huh, Kim, & Jung, 
2007). The sport clubs are divided into three types; Korean sport 
club, youth sport club, and school sport club. The Korean sport 
club, organized by the Ministry of Culture, Sport, and Tourism, is 
a pilot project focusing on local sport clubs. Since 2004, numerous 
demonstration projects were initiated to create more opportunities 
for sports participation among youth and discover athletic talent 
among youth populations. The school sport club, supervised by 
the Ministry of Education and Human Resources Development, 
is a part of an after-school program emphasizing an equal value 
of studying and exercising across the youth population (Huh et 
al., 2007). The aim of the school sport club was to offer chances 
to engage in sport activity, develop sport skills, interest, good 
sportsmanship, and promote healthy lifestyles among the youth 
population (Huh et al., 2007). In addition to the healthy lifestyle 
changes, Bredemeire, Weiss, Shields, and Shewchuk (1986) 
demonstrated that children who learn fair play, sportsmanship, and 
ethical development via spoil and physical education settings tend 
to develop more mature and positive personality traits. 

The media has also played important roles in promoting and 
changing the public’s perception on youth healthy lifestyles in 
Korea. The previous two marquee sporting events, especially 
the 2002 FIFA Korea-Japan World Cup, were prioritized by the 
media (Jung et al., 2003). All media including television, internet, 
advertisement, and radio were focused on soccer and broadcasted 
some matches several times (Jung et al., 2003). For example, 
Munhwa Broadcasting Corporation (MBC; one of the largest 
Korean TV broadcasting companies) initiated the Youth Football 
Foundation immediately after the event to promote and support 
youth soccer leagues (Choi, 2009; Ji-eun, 2006). According to Fee 
(2005), print media and electronic media have converged through 
computers and the internet because they contain both audio and 
video contents that are available on an unlimited basis online. 
In Korea, the rate of internet usage has dramatically increased 
under a government policy designed to build a more progressive 
information society (Kim, 2004). According to the Korea Network 
Information Center (2003), 59.4% of Koreans over age six use the 
internet, with 65.2% of users being male and 53.6% being female. 
With the evolution of a high-speed communication network, social 
network service (SNS) technology has appeared and changed 
social relationships between people (Fee, J, 2012). Through SNS, 
people foster relationships with others, have opportunities to make 
new personal connections (Bae, 2005), and get sport information 
in real time and learn sport rules (Fee, J, 2012). 

The initial hosting of the YOG were made by Singapore (summer 
2010) and Innsbruck (winter 2012). A very low general interest 
in and awareness of the YOG was demonstrated amongst various 


audiences including US sport coaches and administrators (Judge, 
Petersen, & Fydum, 2009), Greek athletes and coaches (Judge et 
al., 2011), and a sample of US figure skating coaches (Judge et al., 
2012). As the YOG are still in their infancy, the event’s future is 
unclear. In many respects, the situation would be akin to asking, 
in the early 1900s, whether the Modern Olympic Games would 
survive. Given the significant potential implications of the YOG on 
both the youth and the international sport communities, the goal of 
this investigation was to further explore the YOG’s sustainability 
potential (taken here as survival and success). The purpose of this 
study was to assess how attitudes, public awareness, and access 
to social media impacted the South Korean sports community’s 
awareness of the 2012 Winter Youth Olympic Games. This study 
sought to determine the effect of the key variables on Koreans’ 
consumption of televised YOG and intention to attend the then 
upcoming YOG. 

Methods 

A survey methodology was employed in order to assess the 
awareness of and interest in the upcoming Winter YOG. The 
participants were surveyed approximately one month prior to 
the closing of the 2012 Winter YOG to assess the event’s global 
marketing efforts. The survey was modified from the original 
instrument with minor changes to the demographic elements and 
the addition of scaled questions related to intention to attend or 
view future YOG events along with six scaled questions related to 
media consumption. Additional demographic data was collected 
in the present study to measure the social networking habits 
and behaviors of the subjects including an indication of social 
networking sites used (i.e. Facebook, MySpace, and Twitter). The 
original survey instrument was composed of six demographic 
elements and five research-related questions, and was modeled upon 
a previously developed and tested instrument (Judge et al., 2009). 
In order to verify both content and face validity, the instrument 
was reviewed by a panel of four experts in the area of youth sport. 
Two of the panelists were practitioners in the field of youth sport 
and two of panelists were academicians with research expertise 
in youth sport. The demographic survey components included: 
gender, coaching experience, sport administration/management 
experience, and athletic background. A seven-point Likert-scale 
method was used for ranking the seven dependent variables of the 
study which included: perceived personal awareness of the YOG, 
perceived public awareness of the YOG, intention of YOG event 
attendance, and intention to view the YOG on television. The first 
two primary research questions explored event awareness of the 
YOG by addressing two separate perceptions: individual and public 
awareness. The first question asked participants to assess their own 
level of familiarity with the YOG and the second asked participants 
to evaluate perceived public awareness of the YOG. The next two 
questions assessed intent to engage in the games via attendance or 
television viewing. Additional scaled questions related to media 
consumption addressed the aspects of the subjects’ accessibility to 
social networking sites, perceptions of social media advertisement 
influence, use of traditional newspapers and magazines, use of 
traditional TV and radio, use of the internet or World Wide Web, 
and use of traditional communication to gain information. Both the 
survey and the research protocol were reviewed and approved by 
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the appropriate university Institutional Review Board (IRB). 

The English version of the questionnaire was then translated to 
Korean by one of the primary authors who is a native Korean with 
bilingual skills, qualifications which include holding a doctorate 
from a US institution, and expertise in the area of sport studies. The 
translated version of the questionnaire was then electronically sent 
to a faculty member and researcher in Korea. Data were collected 
from multiple classes throughout the campus in a single university 
in Korea. Participants in this study numbered 250 individuals 
(22.3yrs ± 2.21) with a gender mix of 43.2% female and 56.8 % 
male. 

To analyze the data, descriptive statistics were calculated for 
the overall variables using PASW 18.0 version. Then, correlations 
among the overall variables were obtained. Two multiple regression 
analyses were conducted to examine the extent to which the six 
independent factors (familiarity with Youth Olympic Games, 
general public awareness, accessibility to social networking/media 
sites, exposure to advertisements on social media sites, perceived 
importance of traditional media such as newspapers and magazines, 
perceived importance of traditional media to sports, and use of the 
internet) influenced two dependent variables (the intention to watch 
Youth Olympic Games on television and the intention to attend 
Youth Olympic Games). To minimize type I error, when multiple 
regression analyses are conducted, the alpha level was adjusted 
from .05 to .025 (Hair, Black, Babin, & Anderson, 2010). 

Results 

Descriptive Results 

The majority of respondents indicated that they had either 
no coaching experience (77.2%) or youth coaching experience 
(20.8%). The majority of respondents had leadership backgrounds 
as follows: no leadership experience (89.6%), local sport official/ 
referee (4.0%) or administrator at provincial level (2.8%). Eighty 
percent of the par ticipants had no formal athletic background while 
nearly 17% were athletes at the high school level. Approximately 
65% of the participants were actively connected with some type 
of social network. The most frequently visited social networking 
sites were Facebook (57.2%), followed by Twitter (5.2%). A little 
over 8% of the participants indicated “other”. Their primary use of 
social networking media was to keep in touch with friends (77.8%), 
to look up high school or college alumni (11.1%), to search sports 
information (11.1%), to keep in touch with family members 
(6.7%), to use as education materials (4.4%), and for professional 
networking (4.4%). A summary of the descriptive statistics for the 
overall variables is provided in Table 1. 

Multiple Regression Results 

To examine the influence of six independent variables on the 
intention to watch televised YOG, a multiple regression analysis 
was conducted. The overall results revealed that the combined set 
of independent variables collectively explained approximately 22% 
of the variance in watching YOG on television. At the univariate 
level, Familiarity with YOG, Public awareness and Use of media 
for sports information were statistically significant contributors (p 
= .008, .018, and .023, respectively) to the relationship between the 
independent factors and the intention to watch YOG on television. 
The beta coefficients were all positive indicating a positive 


Table 1. Descriptive Statistics 


Mean 

Std. Deviation 

PersonalFamlOC 

1.2196 

.68064 

PubAwIOC 

1.4907 

.89201 

SocNetAccess 

6.2523 

1.24164 

Adlnfluence 

3.3178 

1.67050 

TradNewsMag 

4.7290 

1.58378 

TradTVRadio 

5.7336 

1.46927 

WWWUtil 

5.8925 

1.33309 

TradComm 

4.9346 

1.57009 

Watch YOGtv 

3.4206 

1.91136 

AttendYOG 

2.5888 

1.49461 


influence of the selected independent variables on the dependent 
variable. Table 2 provides a summary of these regression analyses 
results. 


Table 2. Multiple Regression Analysis on Intention to 
Watch Televised YOG 


Independent Variables 

Beta 

t 

P 

YOGFamiliar 

.194 

2.658 

.008* 

Y OGPublic Aware 

.176 

2.384 

.018* 

SNSAccess 

.037 

.529 

.598 

Medialmportance 

.007 

.083 

.934 

MediaSport 

.192 

2.294 

.023* 

Internet 

.063 

.893 

.373 

Note. R square: 21.6%. Alpha was adjusted from .05 to .025. 


To achieve the second objective (i.e., predicting factors that 
impact the intention to attend Youth Olympic Games), a separate 
multiple regression analysis was conducted. The overall results 
indicated that the combined set of independent variables collectively 
explained approximately 25% of the variance in intention to 
attend upcoming Youth Olympic Games. At the univariate level, 
in contrast to the initial regression, SNS accessibility was newly 
discovered as a statistically significant factor (p = .009) in addition 
to both Familiarity with YOG (p = .004) and Public awareness (p = 
.004). The beta coefficients were all positive indicating a positive 
relationship between selected independent variables and the 
dependent variable. A summary of this second regression analysis 
is provided in Table 3. 


Table 3. Multiple Regression Analysis on Intention to 
Attend YOG 


Independent Variables 

Beta 

t 

P 

YOGFamiliar 

.205 

2.871 

.004* 

Y OGPublic Aware 

.209 

2.892 

.004* 

SNSAccess 

.183 

2.627 

.009* 

Medialmportance 

.003 

.042 

.967 

MediaSport 

.159 

1.933 

.054 

Internet 

-.055 

-.785 

.433 

Note. R square: 24.7%. Alpha was adjusted from .05 to .025. 
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Discussion 

This study investigated the role of the South Koreans’ level of 
public awareness, access to SNS and the media on their intention 
to watch and attend the YOG. The following results warrant more 
attention from professionals in the fields of physical education and 
sport management. It was found that the overall rate of Korean’s 
public awareness on the YOG was very low on the 7-point Likert 
scale for both personal awareness (M = 1.22) and for perceived 
public awareness (M = 1.49). This result was somewhat expected 
in that Judge, Petersen, and Lydum (2009) explained the low level 
of public awareness was related to a lack of publicity in the U.S. 
because the YOG was only announced recently and participants 
consisted of varying demographic backgrounds. Judge et al. 
(2011) indicated that Greek public awareness was also low due to 
the same reasons. 

One of the research questions explored in the current study was 
related to participants’ intention to either watch or attend the YOG. 
The participants’ intentions were analyzed via the independent 
variables as follows: familiarity with Youth Olympic Games, 
general public awareness, accessibility to social networking/ 
media sites, exposure to advertisements on social media sites, 
perceived importance of traditional media such as newspapers and 
magazines, perceived importance of traditional media to sports, 
and use of the internet. The regression analyses revealed that 
the intention to watch the games on television was significantly 
affected by familiarity with YOG, public awareness, and use of 
media for sports information, while the intention to attend the 
games as spectators was significantly affected by familiarity with 
YOG, public awareness, and SNS accessibility. Awareness is 
the initial stage, which can vary from a simple set of consumer 
stages (i.e. awareness, consideration, intention, purchase) to 
a considerably more robust purchase conduit with meticulous 
stages (Barry, 1987). Sport marketers cannot shape perceptions, 
drive engagement, or motivate sales without first establishing an 
awareness of their brand. Awareness is an essential metric as it can 
be a major barrier when trying to impact public consumption. One 
of the models emphasizing awareness, developed over a century 
ago, was Attention-Interest-Desire-Action (AIDA). This approach 
describes the process consumers utilize when making decisions 
based upon an advertising message and the concept can be applied 
to the YOG (Bennett, Cunningham, & Dees, 2006). 

Public Awareness 

The IOC’s good intentions, regarding the establishment of the 
YOG, were not met with the requisite effort to draw sufficient 
public attention to the event in Korea as reflected by the low level 
of public awareness in the present study. Measurements of the early 
stages of the customer purchase funnel are dependent on surveys 
of perceptions such as awareness. AIDA concisely elucidates 
the order in which the consumer obtains the marketing message 
and the impact it has on captivating the consumer to create the 
projected action (Bennett, Cunningham, & Dees, 2006). The low 
levels of public awareness limit efforts to create action to consume 
the YOG either at the live events or via the media. In the case 
of smaller, less prominent nations like South Korea hosting the 
Olympic Games, the event is often viewed as a vehicle to draw 
worldwide interest, and for the nation to be seen as a legitimate 


political player in the eyes of the international community. An 
example of this could be Pyeongchang, Korea, which will host the 
2018 Winter Olympics. The Koreans wish to draw interest to their 
country and boost interest in winter sports among their people. 
Another goal for South Korea in hosting the games is to increase 
tourism during the winter along with connecting with people in 
a new market. After the marquee sports events (Seoul summer 
Olympics of 1988 and 2002 FIFA Korea-Japan World Cup), Korea 
had changed perceptions about the importance of participating in 
sports. After the Seoul Olympics, the government attempted to 
increase athletic facilities and encouraged increased participation 
in sports (Park & Yu, 2011). Public awareness of sport has increased 
as a result of an attempt to control health issues including reducing 
disease and stress, and improving physical fitness. An increase in 
participation in sports was reflected in different ways among the 
population depending on personal preference and economic status 
(Jung, 1997). Additionally, by attending sport events (watching 
television and attending sport games), people could indirectly 
experience sports. Ham’s (2009) research showed that the attention 
of the WBC (World Baseball Classic in 2009) and figure skating 
has escalated interests in leisure sports even more. The author 
mentioned that the increased attention paid to sport was related to 
increased exposure to sport media such as newspaper, television, 
and the internet. Through social media, people communicate and 
share opinions with other people, and gather information related 
to sport. 

Personal Awareness 

Personal awareness was related to intention to attend the 
YOG games and watch the games on television. The low level 
of awareness and perceived awareness in the present study may 
be reflective of the respondents’ knowledge and awareness of 
youth sport. This finding is consistent with the previous studies. 
For example, Lim (2004) indicated that spectators’ knowledge 
such as game rules and terminologies, athletes’ performance, club 
marketing strategies, and team power tends to increase interest in 
sports. Lim (2004) further found that peoples’ interest in sports 
could depend on their family and social culture. Yeo (2004) 
explored the intention of attending baseball game events and found 
that interest in the baseball game was related to adjunct events 
such as cheerleading and raffle prizes. Nearly 80 percent of the 
participants answered that along with watching the baseball game, 
provision of adjunct events further interested them in joining in the 
game. This finding highlights the ‘sportainment’ aspect of athletic 
events. Other studies explained that the intention to watch the games 
on television was associated with personal awareness. Kim and 
Lee (2003) identified the determinants of sports viewing behavior 
and found that awareness of sport rules and knowledge, positive 
behavior, and familiarity with a team were related to watching the 
games on television. Building personal awareness of the YOG is 
the first step to increased interest in the event, ultimately driving 
financial outcomes. The metrics used to measure the effectiveness 
of the brand awareness efforts indicated the goals and objectives of 
the YOG, one of which was to avoid over commercialism and create 
a different type of event, may have been met. In his description of 
the future YOG Jacques Rogge says, “that compared with other 
events, the Youth Games will have a strong emphasis on education 
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instead of competition” (IOC, 2007). “The purpose of the YOG 
is not to create mini Games. It would have a different character.” 
“There is competition of course but the main goal is to give the 
youth education based on Olympic values," said Rogge after the 
IOC executive board meeting in Beijing (IOC, 2007). 

SNS and Media 

The intention to attend the YOG was associated with the use of 
media for sports information. One of the many functions of sport 
media is to provide sport related information to the population. 
Through sport media, people receive sport related information and 
learn about opportunities to attend sports events (Lim, 2000; Seo, 
2000). A variety of media affects the behavior of sport consumers 
but the most typical media source is television and the internet 
(Cho & Oh, 2003). College age spectators, in particular, use the 
internet as an important media source that also allows them to 
watch games (Lim, 2004). Coakley (2009) indicated that internet 
and wireless technology have further increased the availability 
of live sport experiences for viewers. Kim (2009) showed that 
watching sport programs was positively related to an increase 
in the awareness of sports, and this behavior had an impact on 
sporting event participation among college students. This result 
was somewhat comparable to Park’s (2002) study which involved 
watching sport programs on television and the associated increase 
in overall level of interest in sport and participation in sports 
among elementary school students. Kim (2004) also explored the 
impact of watching television programs among college students, 
indicating that watching television sport programs impacted the 
students’ willingness to participate in sport activities. Shin (2012) 
studied the cognitive behavior of the TV audience while selecting 
channels providing coverage of the Olympic Games and results 
showed that people prefer to watch televised games rather than 
actually participate. Primary motivations were to spend more time 
with their family and to have free choice of programs. Shin (2012) 
also mentioned that personal awareness of the sports affected 
interest in watching television games/events. The low personal 
awareness of the YOG is problematic as the YOG was initiated 
to rekindle attention in Olympic sports and help solve the youth 
obesity epidemic. If the IOC seeks to reignite interest in Olympic 
sports in a generation of adolescents that are becoming increasingly 
overweight and inactive it is important to reach this demographic. 

Additionally, the result of the intention to attend the YOG 
was associated with SNS accessibility. This is important because 
through SNS, sport consumers can experience new ways of 
interacting with sporting events and the speed of reporting is faster 
than through texting (Lee, 2012). Kim et al (2009) mentioned 
that people use SNS to connect with their friends and share 
information. Lim (2006) studied the relationship between the 
usage of internet sport content, such as sport related statistics, 
games on the internet, news, information, sport products, sport 
advertisements, and participation in sports among college students. 
The study found that the usage of the internet and the related sport 
content affected participation in sports. The result also indicated 
that college students effectively used online and off-line media 
sources to engage in sports. While watching sport events, people 
could communicate with other fans and athletes through Facebook, 
Twitter, and other social media (Lee, 2010). Ko and Pastore, 


2005, explained the interaction between a club and fans was an 
important element needed to increase the intention of attending 
sport events. Common uses of social media during sporting event 
include the ability to tweet messages that can be displayed on 
digital scoreboards, share interactive texts between fans, receive 
messages from retailers about special sale pricing on merchandise 
and concessions and even the ability to chat live with athletes and 
celebrities. All of these messaging options help to create a sense of 
community among fans which helps to build loyalty and sustained 
interest in the sport. 

Lee (2012) studied a community of soccer supporters to explore 
their usage of Twitter. The study found three motivations that were 
related to the reasons they tweet. The three motivations were: 
building relationships, communicating or sharing information, and 
the ability to express their recent issues, emotions, and personality. 
On Twitter, less intimacy was experienced in conversation, and 
relationships with others were developed by sharing soccer 
information, which helped develop common interests in soccer. 
Additionally, when there was a popular soccer event, the Twitter 
usage was increased by the supporters. Jung, Cho, and Chung 
(2011) explored the effect of the sports teams’ SNS activity among 
college students and found that the sport teams’ SNS activity had 
a positive effect on increasing the team’s public image and on 
attendance of sports events. The results showed that the team’s 
SNS activity was important as a means to attract and connect with 
other spectators. The results of the present study indicate the YOG 
missed the mark and needs to consider an alternative approach 
utilizing SNS. A more interactive approach utilizing SNS before, 
during and after the YOG is warranted. 

From a practitioner standpoint, it is clear that sport event 
managers wishing to create new events need to be consistent in 
their messaging and actions regarding a dominant institutional 
logic with which the event’s stakeholders can identify. The Nanjing 
Youth Olympic Games Organizing Committee announced that 
the Internet Services sponsor will be Tencent for the 2014 Youth 
Olympic Games (PRC, 2012). Tencent, using its already strong 
influence among young audiences, plans to include key features on 
the Nanjing Youth Olympic Games website such as sports program 
and results, culture and educational activities, and interactive 
games targeted at youth (PRC, 2012). For the YOG specifically, 
the event can survive and be sustainable, but it will depend on how 
the various institutional pressures are managed by the YOG, and 
how YOGOC managers respond to critical stakeholders’ needs and 
wants. Flexibility by the YOG organizers and by the IOC is needed 
for this to occur. Some 680 million people in China followed the 
2008 Games as part of an estimated 4.7 billion viewers around 
the world which totaled more than any previous event (Dapeng, 
Ljungqvist & Troedsson, 2010). The number of Chinese viewers 
is an important component of the YOG’s potential popularity 
given that the next YOG will be held in Nanjing, China. Targeting 
the proper audience for the YOG will be a key to creating the 
awareness necessary to effectively communicate to the masses and 
gain approval and adoption for the YOG. 

Conclusion 

The International Olympic Committee launched the Youth 
Olympic Games (YOG) for teenagers with virtuous intensions 
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and goals (IOC, 2007). However, the first Summer YOG held in 
Singapore in 2010 had low levels of awareness by the general 
population in the U.S. and Greece (Judge et al., 2009; Judge 
et al., 2011). Media plays an important role in assisting with 
communication and providing information to people around the 
world (Coakley, 2009), and usage is related to an increase in the 
awareness of sport events (Kim & Lee, 2003). As an extension 
of media research in sport at the cross-cultural level, this study 
researched the awareness of the YOG and attitudes towards 
attending sport events based on media usage among college 
students in Korea. This is extremely important as the 2014 YOG 
are being hosted on the Asian continent in Nanjing, China. The 
overall results showed that awareness and the intention of attending 
sport events were strongly connected with media usage. Also, the 
information, knowledge, and popularity of sport events were related 
to awareness and attendance of the sport events. These findings 
showed the importance of the media’s role. Without the presence 
of media in sports, it would be difficult to inform and spread news 
of a new sporting event, and obtain the required attention from 
people. The overall results imply that when the YOG is advertised 
through SNS, the awareness and the rate of the YOG attendance 
will be increased. 
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